Introduction
Research in the field of export marketing suggests that resources can play an important role in providing necessary investments for development of businesses to export goods and services (Zahra et al., 1997) . The present study examines the factors influencing brand advantage for export development. The desirability of marketing adaptation versus standardization has been discussed, extensively, within both academic and business groups. Cavusgil et al. (1993 Cavusgil et al. ( , 1994 shed light on the correlates of product and promotion adaptation in export ventures by proposing a conceptual framework of product and promotion adaptation in export ventures. The conceptual model was then specified in a testable form and examined via data collected from export marketing managers. Their results supported the contingency perspective emerging in the standardization literature, and recommended that the degree of the different characteristics of product adaptation and promotion adaptation were significantly affected by firm, product/industry, and export market characteristics. However, the profile of the correlates differed across different characteristics of product and promotion adaptation. Ambler et al. (1999) examined the relationship marketing in the People's Republic of China (PRC). They concentrated on the dyadic channel relationships between the exporter and the importer/distributor in the new province. The hypotheses were examined using data from 102 ventures within the PRC and confirmed that the nature of the channel relationships and guanxi could have a positive effect on the performance of these ventures. Morgan et al. (2003 Morgan et al. ( , 2004 Morgan et al. ( , 2006 ) developed a framework for export venture knowledge management and studied relationships between various kinds of individual-level and organizational-level knowledge relevant to the market environment, architectural marketing abilities, and the adaptive performance of export ventures. The study indicated that export ventures' organizational-level experiential and informational knowledge, and individuallevel experiential knowledge relevant to the market environment, was positively associated with export ventures' architectural marketing capabilities. Lages and Montgomery (2005) investigated the relationship between export assistance and performance improvement in Portuguese export ventures by examining the mediating role of pricing strategy adaptation. Lages et al. (2008) employed organizational learning theory to study the short-term impact of past export performance, and internal as well as external forces on marketing strategy adaptation and current export performance. Their results from a survey of over 500 export managers have indicated that current-period performance improvement was influenced by the firm's commitment to exporting. Moreover, they reported that while performance satisfaction could feed performance improvement in the following year, both the previous year's export intensity and export performance achievement end up producing a negative effect on current-period performance improvement. Nevertheless, the level of development in the export market could facilitate marketing strategy adaptation in the short term, as did export intensity in the previous year. Finally, in their survey, satisfaction with previous-year performance negatively impacted the degree of distribution adaptation. Sousa and Lengler (2009) presented an empirical study of the relationship among psychic distance, international marketing strategies, and export performance of Brazilian organizations. A sample of senior managers of industrial firms in Brazil was implemented to examine different hypotheses. They reported that the degree of international marketing strategy adaptation could be influenced by the manager's psychic distance towards the foreign markets. Product and promotion adaptation were also detected to have a positive impact on export performance while surprisingly, distribution and price adaptation were determined to impact export performance negatively. Contrary to expectations, their results verified that psychic distance had a positive impact on the export performance of the company. Sousa and Bradley (2009) developed a new model, which could integrate these two constructs as critical variables influencing on export performance. They reported that export assistance programs and distributor support were significant determinants of export performance.
The proposed study
This paper presents an empirical investigation to study the effect of brand advantage on export investment in small and medium firms (SMEs) located in city of Tehran, Iran. The study chooses a sample of 256 managers of the SMEs randomly and a questionnaire is distributed among them in Likert scale. Cronbach alpha has been calculated as 0.770, which is well above the minimum desirable level.
The study uses principal component analysis with Varimax rotation. Kaiser-Meyer-Olkin Measure of Sampling Adequacy is equal to 0.745 and Bartlett's Test of Sphericity yields Chi-Square = 3503.463 with Sig. = 0.000. Table 1 demonstrates some basic statistics associated with the questionnaire. According to the results of Table 1 , all data are within desirable levels and we normality assumption may hold on the data. 
The results
This section presents details of the implementation of principal component analysis. We first present the results before rotation in Table 2 . According to Table 2 , on third of the items maintain eigenvalues whose values are greater than one. In addition, Fig. 1 demonstrates the results of Scree plot. Table 3 and Table 4 show the results of principal component analysis before and after rotation. Using the components extracted from Table 4 , the study has proposed a structural model and using LISREL software package, the study has derived the effects of various factors. In our survey, GFI AGFI, RMR, SRMR, NFI, IFI, and P-Value are 0. 86, 0.83, 0.033, 0.056, 0.093, 0.96, 0 .00, respectively. These are within acceptable levels and we may therefore use the results for investigation.
As we can observe from the results of Fig. 2 , export venture influences positively on product power, development tools, organizational advantages and negatively influences future studies. Product power, intern, influences positively on product life cycle, product attributes, comprehensive quality control, uniqueness of packaging design and service quality, positively. The highest effect belongs to product life cycle and product attributes. In addition, development tools influences positively on research and development, participatory management and entrepreneurship. Moreover, organizational advantages influences positively on core value of organizations, factors within organization, resources, channel ownership, organizational culture, brand image and human resources, positively. The highest impact belongs to channel ownership and resources. Finally, future studies influence positively on strategic decisions, prospecting, effective marketing and promotional strategies.
Conclusion
In this paper, we have presented an empirical investigation to study the effects of different factors on export ventures on SMEs active in Iranian industries. The study has accomplished among some selected experts who were familiar with difference challenges in exporting goods and services to abroad, more specifically to regional countries. The results of this study shed light into many issues such as development tools, product power as well as organizational advantages, which could positively influence on market development. The results of this study are consistent with other findings (Zahra et al., 1997; Cavusgil et al., 1993; Morgan et al., 2004 
